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Synergy Effect is an overall effect or collective effect produced by the interaction 
of a large number of subsystems in the open system, embodying operational synergy, 
management synergy, financial synergy, etc. Taking the domestic hotel group as the 
research object, based on relevant theories on synergy effects, this paper probes into 
the formation mechanism of synergy effects released in the running process of the 
open system, and illustrated by the case of some more typical domestic hotel groups, 
it describes the specific working forms of the synergy effects in these hotel groups, 
and puts forward several measures to optimize the synergy effects in hotel groups. 
This paper is structured as follows: chapter Ⅰ elaborates the research 
background and research train of thought; ChapterⅡgives an overview of the 
research status of hotel groups and synergy effects; Chapter Ⅲ expounds the hotel 
groups and relevant theories on synergy effects, defining the connotation of the hotel 
group and the synergy effect; Chapter Ⅳ is on theory research. This paper analyzes 
the formation mechanism of synergy effects in hotel groups, and sums up the 
formation causes and formation ways; Chapter Ⅴ is a case study, offers an analysis 
of expression ways of synergy effects in different types of hotel groups. On the bases 
of the above research, Chapter Ⅵ shows several measures to optimize the synergy 
effects in hotel groups. 
Indicated through research, the share of business behavior, group resources and 
group image is the root of the formation of the synergy effects in hotel groups. In 
different types of hotel groups, synergy effects like management synergy, operational 
synergy, financial synergy can all be excavated, which are the dynamic factors of 
value creation in groups. The synergy effects in hotel groups can be optimized by 
approaches such as identifying opportunities of synergy effects, building and 
improving synergy skills, creating an appropriate synergy atmosphere, etc.  
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    本文在研究与分析过程中，采用文献资料分析法、跨学科研究法、案例分析
法和归纳总结法相结合的研究方法。具体包括： 




    跨学科研究法。本文通过旅游学、协同学、企业管理学和财务学等学科进行
跨学科研究。 
    案例分析法。本文选取目前国内较具有代表性的若干饭店集团，如锦江国际、
如家、“星程酒店”等战略联盟、金陵饭店集团等，对协同效应的具体表现形式
进行了分析。 
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